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10 MEDIA PITCHING TIPS 
GETTING JOURNALISTS TO READ YOUR PITCH AND
COVER YOUR NEWS

DO YOUR RESEARCH
The first step in sending out your news is figuring out who to send it to. Do some research and 
determine which journalist or blogger covers your topic. Pitching a topic that a journalist or 
publication doesn’t cover will waste your time and show that you didn’t take the time to do your 
research. Need to kickstart your research before sending out your pitch? Our media database has over 
one billion journalists and influencers at your fingertips to help you find exactly the right person to tell 
your story.

ALWAYS USE EMAIL FOR FIRST POINT OF CONTACT 
No matter what new method of contact there is, email is still the most preferred because the nature 
of email allows journalists to open pitches on their schedule (and have all the links and media they 
need, right there in an easily searchable place). Remember to make emails personal- you want 
them to remember you- and proofread and spellcheck before you hit send. Need help? Our Cision 
Communications Cloud has modern engagement tools that can help you with personalized outreach.

SUBJECT LINES MATTER
Before even reading your pitch, your subject line is the first thing journalists and bloggers will see. 
Catching the journalist’s attention in that subject line is critical; it is often the deciding factor in 
whether to open your email or not. Try to summarize what your email is about, but avoid using 
anything potentially alienating like special characters or profanity. There are several ways you can 
do this. You can include just enough details to make people want to open your email (“What does 
a chimpanzee have to do with brewing beer?”), or you can include a teaser of the news (“Get the 
exclusive story of the merger between X and Y”). You can also use statistics you’ve gathered (“79% of 
business owners are failing to do this one thing”).

KNOW THE PUBLICATION’S AUDIENCE 
According to Cision’s 2019 Global State of the Media Report, 75% of journalists say fewer than a 
quarter of the pitches they receive are relevant or useful. This goes back to doing your research, but 
some of the best pitches also explain why the pitch fits the needs, demographics, or interests of the 
publication’s audience. Include audience engagement data within your pitch to help the journalist 
understand why covering your story is beneficial for them. If you can’t concisely say why their 
audience will care, you might want to reconsider pitching them.

BE CONCISE 
There is nothing worse than receiving a long email in your inbox. Journalists are extremely busy, and 
don’t have time to read a pitch the length of War and Peace. Try to summarize your main points — 
we all know how short our attention spans can be! Keep it to just a few sentences when possible and 
avoid clichés and colloquial terms.  

Sending out pitches is more than just writing down your organization’s news and hitting send. Your strategy 
should include who to pitch, how you’ll reach out, which story angles you’ll pitch based on audience, and 
several other small tips that can make your news go from unread to picked up and published.  
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BE ACCESSIBLE 
Not only are journalists busy, but they work on tight deadlines. One of their biggest pet peeves is not 
being able to reach the publicist who sent them a pitch they’re interested in. Don’t send your pitch 
and then disappear. Being available to provide additional details, quotes, or photos is important if you 
want the coverage. 

BE HELPFUL 
Always remember that relationships work both ways. Consider how you can add value to a 
relationship with a reporter or blogger, even when you aren’t getting anything out of it. Also find ways 
to help move the process along. You can help by providing resources for a story, linking them with a 
relevant connection of your own, and simply being in touch even when you aren’t pitching.  

LIMIT ATTACHMENTS WHEN POSSIBLE 
As journalists are pressed for time, it is important to provide all the information they might need in 
your pitch. However, as stated earlier, it is also important to be concise. It is recommended to include 
a link within your email directing to a press kit, press release or media room containing all relevant 
information such as images, videos, quotes, press release, technical details etc. 

By doing so, you can be sure that journalists always have the most up-to-date information as you 
control what is posted on the page. A journalist might be on such a tight deadline that they might not 
even reach out to you while still writing about your brand (surprise media alert the next morning!). 
Limit attachments whenever possible as it increases the chance for technical issues such as landing 
your email in a spam folder, or file compatibilities issues.

TIMING IS IMPORTANT 
A big part of successful pitching is also knowing when not to pitch your story. Doing a little 
reconnaissance work before emailing a journalist, you might see on Twitter that they’re on vacation, 
at a major conference, or just under a deadline. Clearly, this isn’t the ideal time to pitch. You can also 
use what you discover on social media to your benefit. Ask about that conference when the journalist 
is back in the office. You’ll show that you’re paying attention to them, and have done your research 
ahead of time. Additionally, use publications’ content calendars (Cision’s Influencer Database can 
connect you with those), so that you can time your pitch to align with what editors are looking for.

FOLLOW UP 
Journalists receive a lot of pitches every day, so it is very possible for them to overlook your email. Always 
follow up once, since it’s possible a reporter just didn’t see your note. Ask them if there’s any other 
information you could share with them that might be helpful or clarify something about your pitch. 

Getting a journalist or bloggers attention is always difficult.

They are busy, they work on tight deadlines and they can 
receive hundreds of emails a day. But if you follow these tips 
you will be able to better cut through the noise and increase 
the likelihood of your pitches being read.  
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